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INTRODUCTION
It is obvious that Muslim population all over the world is increasing over time. It is estimated that the Muslim population is 1.7 billion and will growing in the future years (Kettani, 2010) . Esfahani and Shahnazari (2013) states that Muslim population taking up 30 per cent from the total population and it is forecasted that in 2025 the Muslim population will be increasing up to 35 per cent. Due to this, the Halal product consumption is increasing and so does the demand for Halal products. Halal and its related industries have become an important market and lucrative business, not to mention its great potential of investment. Halal industry covers food, non-food and services area (Ahmad et al., 2011; Hanzaee and Ramezani, 2011) . In three mentioned areas, a non-food Halal product is the very new market to be explored (Abdullah Swidi et al., 2010; Ahmad et al., 2011; Ahlam Nuwairah et al., 2014) . Among the non-food products that are subjected to Halal compliance are cosmetics, personal care products, leather products, nutraceuticals and pharmaceuticals, and tableware. This is because these products are used in our daily life and have direct contact with our consumption, as food and services. Among the non-food product currently in attention is Halal cosmetics and personal care products (Noreen Noor and Eta, 2013) . All products like perfume, toiletries, make up range, and skincare range are also included in this area.
Halal cosmetics and personal care industry is in attention of the world now, due to increasing awareness among Muslim consumers to consume Halal in every part of their life (Azreen Jihan and Rosidah, 2014) . Halal is the new trend of lifestyle, hence the manufacturer and producer of cosmetics and personal care products are seeking Halal certification from Islamic Development Department of Malaysia (JAKIM). It gives them another market advantage to capture the market share pie and also gives peace of mind to the consumer on what they use and consume is Halal.
Halal cosmetics and personal care market have so much potential after Halal food industry.
A research done by World Halal Forum Secretariat estimating that global Halal products is amounting USD 2.3 trillion (excluding banking), and 67 percent (USD 1.4 trillion) of this market is comprised of food and beverages. USD 506 billion is from pharmaceuticals and USD 230 billion is made from cosmetics and pharmaceuticals. (The Halal Journal (2010) , also cited by Zurina and Wan Siti Khadijah (2012) ). Prime Minister Datuk Seri Mohd Najib Tun Razak announced in the 5 th World Halal Forum 2010 that the cosmetics and personal care is amounting up to USD 230 billion while pharmaceuticals compose sales up to USD 506 billion (The Borneo Post, 2010) . This has confirmed by Hunter (2012) , that half of the Halal cosmetics sales which totalling up to the estimation USD 5-14 billion are in the Middle East countries, and USD 2.1 billion of sales are in Saudi Arabia.
The approved investments for food and non-food industries (medical devices, pharmaceuticals, cosmetics and toiletries) had doubled from RM 3 billion to RM 7.2 billion from 1996 to 2005 (Talib et al., 2010) . It is reported that Malaysia Halal products export from January 2013 to September 2013 shows that 6.2 per cent from RM 24 billion of total value of export comes from Halal basically is something permissible based on Shari'ah in aspect of religious, faith and spiritual while Thoyyib is good or wholesome in terms of quality, safety, hygienic, clean, nutritious, quality, and authenticity in aspect of scientific (Che Man and Mustafa, 2010) . According to Hunter (2012) , Thoyyiban also influence management style, human resource policies, business ethics, raw materials selection and manufacturing methods. Halal in Islam is Halaalan Thoyyiban which gives the literary, technical and practical meaning of Halal, hygienic, clean, pure, nutritious, high quality, and healthy (Husain et al., 2012; Halal Industry Development Corporation (HDC), 2014) .
In general, Halal in the perspective of the industry is the products should be free from alcohol and porcine-by and its derivatives, however it is more extensive and more complicated (Hashim and Mat Hashim, 2013) . Halal in cosmetics and personal care product encompassed up into the ingredients, safety issue, and production process (Hashim and Mat Hashim, 2013) . It also covers other aspects such as the manufacturing process, storage, packaging and delivery which must duly complied with the Shariah requirement (Hussin et al., 2013) .
Awareness and Perception on Halal Cosmetics and Personal Care
According to a survey by Kaseh Dia Consultation, there is a low of awareness on Halal cosmetics. However the awareness to get the Halal cosmetic is importantly increasing gradually and the consumer are ready to purchase the Halal cosmetics if they are available in the market. The survey found that approximately 57.6 per cent Muslims in Singapore and 37.7 per cent Muslims in Indonesia are aware on getting Halal cosmetics, and more than half are finding difficulties in searching for Halal cosmetics. The Head of Kaseh Dia Consultation claimed that, "the current level of awareness on Halal cosmetics is still low, but it is definitely increasing." The main problem of low awareness on getting Halal cosmetics is due to the availability of Halal cosmetics in the market, contributed by the difficulties to get access to the raw materials and ingredients that are Halal certified to preserve the Halal integrity (Kamaruzzaman, 2008; Abdullah Swidi et al., 2010; Norafni et al., 2013; Teng and Wan Jamaliah, 2013) .
Cross continent survey also conducted by the same company has found that Muslims in three different regions; Europe, Middle East and Asia has found that there is low awareness on cosmetics and pharmaceuticals compared to meat and meat-based products. Only 24 to 30 per cent of the respondents opined that cosmetics should be included in the Halal concept. This happened because the understanding of Halal concept by Muslims, which Muslim in Malaysia and Indonesia are aware of Halal application in cosmetics while Muslims in Middle East applied Halal only to meat (Sungkar, 2008) .
In another study, Teng and Wan Jamaliah (2013) has proved that 507 respondents (89.1 per cent) are aware about Halal cosmetics and personal care products while 62 (10.9 per cent) never heard about that. However, a study on the focus group of 20 young adult urban Muslim women in Klang Valley on the awareness toward the Halal cosmetics found that the awareness is still low (Azreen Jihan and Rosidah, 2014).
Advertising
Media coverage in this study comprises the matter of the source of information on Halal product which consist of all media available such as television, radio, internet, banner/billboard/outdoor display, magazines, posters, brochures, bulletin, newspaper, documentaries, articles, advertisement, sales promotion and so on (Ayanwale et al., 2005; Rahim and Pawanteh, 2009; Hafiz and Mahalingam, 2012; Che Omar, 2013) . Consumers are practically influenced by what they saw in television and Internet that drive their purchasing decision (Abdullah Swidi et al., 2010) . It is demonstrated by Norafni et al. (2013) that media role in promoting Halal has a positive correlation with awareness and perception to the non-food product. Hussin et al. (2013) found that advertising is a mediating variable for price-purchase intention of Halal cosmetics. In due to that, Teng and Wan Jamaliah (2013) has reported that internet is the most important source of information of Halal product particularly of Halal cosmetics and personal care with 251 of the respondents believes so. This was followed by television and advertisement/promotion with 215 and 151 respondents respectively. 1.0 to 25.0 per cent from 578 respondents was reported getting information of Halal cosmetics and personal care through supermarket/store display, newspaper, radio, Facebook/Twitter, magazine, government campaigns, Halal food exhibition and books.
Knowledge
The increasing demand of Halal cosmetics is also driven by the increase in the knowledge and information on Halal. Halal information is the highest factor loading that influence the awareness and perception of Muslim consumers on non-food Halal product and also a significant factor (Norafni et al., 2013) .
The same point also argued by Azreen Jihan and Rosidah (2014) states that with consumers being more religious, they gain more knowledge and information on seeking Halal, and same goes to the demand of Halal cosmetics. The same study also found that the focus group in as respondents is reading the packaging on the ingredients of the cosmetics before purchasing. The Halal understanding is very important to the selected 50 respondents in Klang Valley and Kuala Lumpur have mean score of 1.28 (Anir et al., 2008) . The other study in Klang Valley also found that most of 113 consumers show a good understanding of Halal concept (Nor Ardayanti et al., 2013) . In Pulau Pinang, 18.9 per cent of the respondents admit they have abundant knowledge of Halal (allowed) and Haram (forbidden) concept in Islam (Dahalan, 2008) . Noreen Noor and Eta (2013) found that knowledge is among the important factor in the intention of purchasing Halal cosmetics.
Attitude
Attitude is one of the very significant factor in influencing the awareness and perception of certain products or events. Ajzen (1991) stated that attitude is the degree of an individual's positive or negative feeling towards the particular object or particular intention to perform certain behavior. Azmi et al. (2010) 
METHODOLOGY
Data for this study is collected through questionnaire. Questionnaire is served as a feature to obtain the information and it have four dimensions which are knowledge of what people know, beliefs, attitudes, opinions, behavior and attributes (Powell, 1998) . The questionnaire is adopted and adapted from Rezai et al. (2010) , Abdullah Swidi et al. (2010) , Teng and Wan Jamaliah (2013) , Widodo (2013 ), Nor Ardayanti et al. (2013 and others has provide the basic theory of questionnaire which are useful in application of Halal cosmetics and personal care products and the awareness and perception issues. The questionnaire also is based on the literature reviews and press release by the media that is modified into the compatibility of the research (Rezai, 2008) .
The sampling for this study is 236 government servants in the state of Selangor, Malaysia. The response of the questionnaire was measured by Likert-type Scale from 1 (strongly disagree) to 5 (strongly agree) (Vagias, 2006) . The data collected then was analysed by the means of Cronbach reliability analysis, Pearson correlation and multiple regression analysis via SPSS version 16 computer program. Cronbach reliability analysis is performed from the data component. The value according to Nunnally (1978) should equal or exceed 0.70. To perform multiple regression analysis, Pearson correlation are to measure the correlation among the factors, the value is ranging from -1 to 1, with positive value shows the positive linear correlation while negative value shows the negative linear correlation (Fah and Hoon, 2009) . Furthermore, multicollinearity test and normality test will be performed to ensure the multicollinearity and normality of the data respectively. For multicollinearity test, if the Variance Inflation Factor (VIF) value is not exceeding 10 and Tolerance (TOL) value exceeding 1, it shows no multicollinearity. For normality test, if the p-value is larger than p=0.05, it indicate the normality distribution of the data.
Multiple regression analysis is the measurement on calculating the contribution of every independent variable to the dependent variables simultaneously. Its common application is to measure the degree of correlation among variables (Galloway, 2004) . Least square method is used to estimate the slope and the intercept of y-axis of the regression line while the coefficient of determination (R 2 ) is used to examine the contribution of the independent variable to variance of dependent variable (Fah and Hoon, 2009 ).
DATA ANALYSIS AND FINDINGS

Respondents' Profile
The respondents comprised mainly of female, which is 67.4% and male 32.6%. In terms of marital status, 70.8% are from married respondents, which are the majority group, while the single respondent and divorcee/single parent is 27.1% and 2.1% respectively. In the perspective of age, 
Reliability Analysis
The value shown through this data indicated the high reliability. The value of 0.879 is acceptable and exceeded the Nunnally (1978) requirement which is 0.70. .896 57
Pearson Correlation Analysis
Correlation analysis is to measure the degree of which the two variables are linearly correlated. Table 3 shows the correlation matrix between Awareness and Perception and the three variables;
Advertising (X 1 ), Knowledge (X 2 ), and Attitude (X 3 ). The value indicates that there is weak positive correlation between awareness and perception and Advertising (X 1 ) with value 0.323 (0 < r +0.50). It also demonstrate the strong positive correlation between awareness and perception and Knowledge (X 2 ) and Attitude (X 3 ) with value of 0.554 and 0.613 respectively (+0.50 < r < +1.00).
From the p-value (p < 0.01), it shows that all factors are significant. 
Multicollinearity Test
The following table shows the result of multicollinearity. It is indicated from 
Normality Test
The result from Kolmogorov-Smirnov and Shapiro-Wilk test here has proved the normality of the data distribution. According to Table 5 the p-value (sig = 0.11 and 0.085) is larger than p=0.05, thus it is interpreted that the data distribution is normal and can be proceeded for multiple regression analysis. 
Multiple Regression Analysis
The multiple regression models can be expressed as follows:
Where Y = awareness and perception
Where β 0 , β 1 , β 2 , β 3 = Parameters Table 6 also shows that the Advertising coefficient is 0.662. It means that a unit increase in advertising of Halal cosmetics and personal care product, the awareness and perception on Halal cosmetics and personal care products will increase 0.662 units, at p < 0.05 (sig = 0.000). This significant result suggests that the advertising of Halal cosmetics and personal care products is significant to the level of awareness and perception on Halal cosmetics and personal care products.
The Knowledge coefficient is 0.446. It means that a unit increase in knowledge of Halal cosmetics and personal care product, the awareness and perception on those products will increase 0.446 units, at p < 0.05 (sig = 0.000). This significant result suggests that the knowledge on Halal cosmetics and personal care product is significant to the level of awareness and perception on Halal cosmetics and personal care product.
Besides, the result also shows that the Attitude coefficient is 0.982. It means that a unit increase in attitude, the awareness and perception on Halal cosmetics and personal care product will increase at 0.982 units, at p < 0.05 (sig = 0.000). This significant result suggests that the Attitude is significant to the level of awareness and perception on Halal cosmetics and personal care product. 
CONCLUSION
This study is an attempt to investigate the factors that may influence the awareness and perception of Muslim consumers on Halal cosmetics and personal care products. The paper is based on the data collected from Muslim government in Selangor. The study has achieved its three objectives. The factors that may influence the awareness and perception of Muslim consumers on
Halal cosmetics and personal care based on the literature reviews are; Advertising (X 1 ), Knowledge (X 2 ) and Attitude (X 3 ). All factors are found significantly correlated and significantly contributed to the variation to the awareness and perception of Muslim consumers on Halal cosmetics and personal care products. The finding has supported the study by Teng and Wan Jamaliah (2013) , also the study from Norafni et al. (2013) , Noreen Noor and Eta (2013) and the study by Azmi et al. (2010) .
The result from multiple regression shows that the Attitude (X 3 ) is the strongest factor that influence the awareness and perception of Halal cosmetics and personal care product, followed by Advertising (X 1 ) and Knowledge (X 2 ).
The findings also indicate that there are two major parties involved in the awareness and perception on Halal cosmetics and personal care products in the study; producer and marketers which take part dominantly in advertising or taking roles in media while consumers aware the products through their knowledge and attitude All three factors are the basic variables of the awareness and perception which explained only 52 per cent variation of them contribute to the dependent variable. It can be surmised there are other factors that can explain the awareness and perception on the Halal cosmetics and personal care products that comes from other parties as well for example government, related organisations, manufacturer and supplier, and celebrity as endorser.
